Introduction
Since the establishment of the Republic of Cyprus (1960) , the linguistic situation of the island has been linked to that of identity. Although official language policy recognises Standard Modern Greek (SMG) as the official language of the Greek-Cypriot community, people never ceased using the Greek Cypriot Dialect (GCD) in their everyday life (Papapavlou & Pavlou 1998 , Karyolemou 2001 , Karoulla-Vrikki 2007 . In addition, the British administration of the island for nearly a hundred years has contributed to the influence of English (ENG) in many domains (Papapavlou 1997 , Goutsos 2005 As far as the co-existence of GCD and SMG is concerned, there has been a debate whether Ferguson's description of diglossia should be applied to this situation (Moschonas 1996) , or that of bidialectism, while other researchers support the non-existence of two distinct varieties (Karyolemou 2006) . Whatever the case might be, GCD, just like other such cases, has borrowed heavily from many different languages-since its history has been interlinked with that of over ten conquerors (Varella 2006 )-such as Latin, French, Turkish and English (Papapavlou 1997 , McEntee-Atalianis & Pouloukas 2001 . English, as the lingua franca, has influenced many languages worldwide, not only in the form of lexical borrowing, but also, in codeswitching and code-mixing (Goutsos 2005) . This phenomenon gradually developed stronger and brought feelings of concern about the dominance of English and a perceived loss of the identity of the Greek-Cypriot community (Wardhough 1992 , Papapavlou 1997 , Papapavlou 2001 .
As a consequence of this fascinating linguistic situation, researchers investigated the use of these three codes-i.e. GCD, SMG, ENG-in different domains. Extended research has been conducted within the area of language use and especially in education (Papapavlou 1994 , Papapavlou & Pavlou 2004 , Goutsos 2005 , Yiakoumetti et al. 2006 , Ioannidou 2007 , Papapavlou & Kouridou 2007 , Papapavlou & Pavlou 2007 , Pavlou 2007 , Yiakoumetti 2007 . Along with these studies there is a preponderance of research on language attitudes. While the most frequent conclusion is that people are more in favour of the standard variety rather than the dialect (Papapavlou 1998) , what has been recently observed is that negative feelings towards GCD are declining (Tsiplakou 2003 , Themistocleous 2007 and the positive role of the dialect is being recognised (Papapavlou 2007 ). This shift is probably the motivating force behind people's acceptance of more acrolectal features of the dialect (Papapavlou 2001 , Tsiplakou et al. 2005 , Papapavlou & Sophocleous 2009 ). On the other hand, as far as attitudes towards English are concerned, and although there has been an increase in the use of English, GCD and SMG remain unthreatened since they are always an inseparable part of the community's identity (McEnteeAtalianis & Pouloukas 2001 ).
Given the above discussion, the present paper focuses on advertising. The most triggering issue about the language of advertising is that while "with other genres we usually know where our loyalties lie; with ads we are just confused" (Cook 2006: p. 3 ). Thus, we may argue that attitudes towards the language of advertising become an intriguing topic for further investigation.
Advertising and the field of linguistics
At first sight advertising seems to be clearly and solely a component of marketing process, however nobody can deny that advertising is a form of communication. As already mentioned, advertising is not as straightforward as other genres. While it evokes 'enjoyment', at the same time, it bears 'rejection' (Cook 2006:3) . Without a doubt, as other genres, it aims at achieving a certain purpose: "[…] to persuade people to buy a product […] amuse, inform, misinform, worry or warn" (10). Whether it aims at L La an ng gu ua ag ge e o of f a ad dv ve er rt ti is si in ng g i in n b bi id di ia al le ec ct ta al l s se et tt ti in ng gs s: : D Do oe es s t th he e c co od de e m ma at tt te er r? ?
promoting products or even promoting identities (Martin 2006 , Piller 2001 , advertising language differs from ordinary language. Most of the times, it is so powerful that manages to enter people's everyday language use (KellyHolmes 2005).
At a purely linguistic level, features appearing in advertisements concern phonology, morphology, syntax, semantics and pragmatics and have been extensively studied by linguists (Bruthiaux 1996 , Cook 2006 , Dyer 1982 , Harris et al. 2002 , Tanaka 1994 , Vestergaard & Schrøder 1985 , Wyer 2002 . Nevertheless, linguistics goes even deeper in advertising since we also observe the phenomena of bi-/ multilingualism and bi-/ multidialectism. These concern the appearance of foreign languages, especially that of English, and nonstandard codes in advertising. Although existing research on these issues is rather limited (Piller 2003) , researchers have already come up with some interesting conclusions.
The use of English in advertising
As Kelly-Holmes argues, the use of foreign languages in advertising is 'symbolic' since it is recognised as a way of "constructing identities for the product […] rather than communicating facts " (2005:65) . A general conclusion of the studies drawn on multilingual advertising is that certain languages are associated with certain products crossculturally. Hence, French attributes fashion and elegance, Spanish is used as a sign of freedom and adventure, German signifies "reliability, precision, and superior technology" and Italian is linked to "good food and a positive attitude toward life" (Piller 2003:172-3) .
As far as English is concerned, it is the most frequent language appearing in multilingual advertising and, although it may be associated with luxury cars or chocolates, the cowboy spirit, youth culture and hip hop rebellion, "internationally, English has become a general symbol of modernity, progress, and globalization" (175). Nevertheless, the role of the lingua franca in multilingual advertisements may be different from that of any other language since it inevitably has "meaning, use and significance, to a large extent, independent of the countries in which it is spoken" (67). Piller adds that even if the recipients do not speak the foreign language used in an advertisement, they will be able to activate the stereotypes about that culture and "transfer them to the product" (2001:163) . On the other hand, Piller makes a distinction between ethno-cultural stereotypes which are associated with foreign languages and the social stereotype which is attributed to the 'nonnational language ' of English (2003:170) . Besides, this unique role of English in advertising around the world has been supported by research within different linguistic settings (Rash 1996 , Wei-Yu Chen 2006 , Krishnasamy 2007 , Hornikx et al. 2010 , Planken et al. 2010 . What is commonly observed is that the majority of people worldwide have positive attitudes towards the use of English in local advertising, which they have 'entrenched' in other domains of life too (Phillipson 1992) . What is more is that all these studies foresee further integration of English into the language of advertising in the future which will be "no longer regarded or perceived as 'special'" (Planken et al. 2010:239) .
The use of nonstandard varieties in advertising
It is claimed that although at the beginning advertising adopted a formal register, gradually it has come to adopt the characteristics of everyday communication. "Advertising today is expected to speak to people 'in their own language'" (Kelly-Holmes 2005:107) .What is ironic about this perception of modern advertising is that it applies only "to the appearance of the advertising text, not to the way in which the text is put together or how the communication takes place" (108). Such a situation leads us to the conclusion that even if people consider advertising language as equal to everyday language, they do not seem willing to accept the use of 'inferior'-native thoughvarieties in local advertisements. However, this does not prevent advertisers from making use of the indigenous variety to "create a feeling of community and to associate this with a particular product" (109). This mostly serves a communicative purpose whereas a foreign code is normally used symbolically (Kelly-Holmes 2005) .
Studies on the current issue include Nairobi, Catalonia and Ireland. Mutonya (2008) argues that advertisers in Nairobi use nonstandard forms to appeal to a greater number of audiences and increase sales, but, also, to portray the contemporary identity of the community and address taboo topics. On the other hand, Atkinson and Kelly-Holmes (2006) find the standard (Castilian) to be used in print advertisements as a 'globalising' language and to show modernity. In contrast, the nonstandard variety (Catalan) seems to stand as a means of establishing either solidarity between the sender and the recipient, or, "local and often 'traditional' associations" between the product and language (255). The view is shared by Kelly-Holmes (2005) in the case of Ireland. It is claimed that the indigenous language 'adds colour' or a sense of 'Irishness', especially in advertising food, music and publishing, "with the serious business of advertising information being left to the dominant language" (139).
Advertising in the Greek-Cypriot community
The birth of advertising in Cyprus was marked by the emergence of political and economic changes that constituted a milestone in Cypriots' life. In particular, when the British took over the administration of Cyprus from the Turks in 1878, hope for financial prosperity was cultivated among the population. It was then that the colonizers permitted the publication of the first Cypriot newspaper CYPRUS which included the first commercial advertisements. At that time, these 'announcements' were promoting luxury products addressing rich and educated people; educated because the text was written in puristic Greek ("katharevousa"). However, at the beginning of the 20 th century, the archaic forms started gradually becoming simplified and, thus, addressing a wider range of audience.
From the 1920s, we have the gradual introduction of Demotic Greek which finally becomes the language of literary texts in the 1960s. Nonetheless, during this linguistic transition, Cypriot dialect features have been observed in advertisements of as early as 1912, in order to create a satirical effect (Sophocleous 2004 ).
The satirical as well as the comic use of the dialect still exists nowadays, even though research on the language of advertising within the Greek-Cypriot community is limited. Concerning the language of the media in general, Karyolemou (1994) investigated Greek Cypriots' language attitudes towards the codes (GCD and SMG) as they are expressed through the media. With a similar purpose, Pavlou (2004) engaged with language attitudes towards the use of GCD in the media, making an effort to substantiate how advertising language promotes the further use of the dialect.
Additionally, two other studies (Pavlou 1992 (Pavlou , 2001 have been specifically concerned with the language used in Greek-Cypriot advertising. The first one aimed at investigating dialect use in radio commercials of CyBC (Cyprus Broadcasting Corporation) during a ten-year period. The researcher has found that GCD is-successfully-used not only to create humourous effects, but also, to promote traditional food (eg. baklava), local products competing similar imported ones (eg. clothes) and products associated with the maintenance of traditional values (eg. a house that is considered as part of a daughter's dowry). The reason why the dialect is preferred rather than the standard in advertising such products is the need to associate these products with a certain 'native' lifestyle (Pavlou 1992 (Pavlou , 2004 ).
Moreover, Pavlou (2001) investigates not only the appearance of GCD in radio commercials, but further investigates the appearance of foreign language elements and how language choice in advertising functions as a 'carrier' of a desired Cypriot character. Based on the view that advertising serves as a powerful sociopolitical tool used to promote values and identities, Pavlou (2001) concluded that advertising promotes a kind of bourgeois society, since products reflecting such lifestyle are advertised through the use of SMG and the introduction of foreign language elements. By contrast, the dialect is used to address the masses, promoting a traditional way of life.
In summing up, from the above-mentioned research, one realises that further investigation is essential. While previous efforts have examined the use of local and foreign varieties in advertising, none of these studies have focused on people's view of the appearance of GCD, SMG and English features. Specifically, the aim of the current study is to investigate: a) Greek Cypriots' reactions to the use of the three codes in advertisements, b) the nature of the product and c) the medium of presentation, and thus, provide answers to the following questions:
-Do Greek Cypriots have positive attitudes towards the appearance of GCD, SMG and English in advertising? Do gender and age play a significant role?
-Does the stereotypical nature of a product (traditional vs. foreign culture-specific value) affect Greek Cypriots' attitudes?
-Does the medium (oral vs. written) used to present an advertisement influence Greek Cypriots' attitudes?
The study

Participants
A total of 65 Greek-Cypriot adults (31 males and 34 females) between the ages of 19 and 46 participated in the main study. The participants were selected in a random way from middle-class families, living in both urban and rural areas of Cyprus.
Questionnaire
A two-part questionnaire was designed for the purposes of this study. The questionnaire consisted of four closed questions. In Part A, participants provided some personal information, and in Part B they were asked to answer questions related to advertisements specifically designed by the experimenters. The language selected for the GCD advertisements is closer to what is considered as 'correct Cypriot' (Tsiplakou et al. 2005) , since the selection of a basilectal 'heavier' level (χωρκάτικα) might have triggered negative feelings. For Part B, the participants were asked to study the three categories of advertisements and then answer three questions for each one (see Table 1 ). The selection of the products was based on their familiar/accustomed nature in the Cypriot setting: the steakhouse signifies luxury and otherness/foreignness, zivana -a regional drinking spirit -is associated with local festive tradition and casual clothing is normally considered as neutral (no loyalty is attached).
The first two questions (Part B) studied attitudes towards the three codes, while, at the same time, they would reveal any influence by the nature of the product through the comparison of the results of each category. Participants were instructed to evaluate the three advertisements of each category by ranking them (numbering 1, 2, 3 from high to low). In Question 1, they were asked to evaluate the advertising text in terms of eight criteria in the areas of aesthetics, vocabulary and target audience. Similarly, in Question 2, they were asked to evaluate the advertised product in terms of five criteria of quality, price and target audience. Then, Question 3 attempted to find out whether people's views of the codes are affected by the mode of communication-oral or written. This could be achieved through categorization of the advertisements. That is, whether they should be presented in oral media (radio, TV etc) or written media (magazine, newspaper, leaflet etc). of the four given products. This was done in order to study attitudes towards GCD, SMG and English and detect possible influence by the stereotype generated by the product. (Details about these advertisements are found in Table 2 ). The instrument was piloted by asking five people to complete it and make suggestions about clarity and naturalness of the language used in the advertisements. Then, the questionnaire was distributed in person to participants, accompanied by an introductory letter informing them about the general purpose of the study (see Appendix A for the questionnaire).
Analysis
The responses of the participants to the questions constitute rankings of different options. As such, they cannot be analyzed using the usual parametric models which involve means and standard deviations because these statistics can only be computed for ratio or interval datasets. Therefore, although some of the tables present aggregated data (i.e. averages/means), non-parametric models have been used in order to study more formally our research questions. Ordinal regressions were used to analyze the data because ordinal regressions can accommodate the rank order nature of the data.
The results are presented in tables where the coefficients are illustrated as well as their standard errors. The categorical variables were included in the model in the form of dummy variables where one category stays out of the model and all other categories are compared to that category (also called 'reference category'). For the language, the reference category was ENG. For the products, the reference category was Clothes. For the Gender, the reference category was Male.
The results
The data collected were coded and analysed statistically. Each of the following four subsections corresponds to each of the four questions included in the questionnaire. For Questions 1, 2 and 4, mean values were initially calculated and are presented in tables and bar charts below. In both cases, 1 corresponds to the most preferred item and 3 the last preference. This indicates that the lower the mean value is, the higher the quality (eg. attractiveness, familiarity, suitability). However, as explained above, because of the ordinal nature of the data (i.e. rankings from 1 to 3), a decision was taken not to model the data using inferential statistics with the assumption of an interval dependent variable. Rather, an ordinal regression model was used to investigate whether the product (i.e. zivana, steakhouse and clothing), the language (i.e. SMG, GCD and ENG), gender (male/female) and age (in years) affected the ratings granted by the participants. For the purposes of this model, the rankings were recoded so that 1 means 'less preferable' and 3 means 'more preferable'. The results of Question 3 are presented in percentages and are shown in figures. Overall, for ease of presentation, the numerical values of all results appear with two decimal digits.
Evaluation of advertising texts
The first question of the questionnaire asked participants to express their preference of the advertising texts in each category comparatively and rank them based on criteria such as aesthetics, vocabulary and target audience. The mean values are presented in Table 3 . The mean values of each code for each product are presented in Figure 1 .
Figure 1. Mean evaluation of GCD, SMG and English for different products (Question 1). Error bars show SE.
The results of the ordinal regression model are demonstrated in Table 4 below. The dependent variable of the model is the ratings that were awarded by the respondents to each one of the three categories. The variables Age, Gender, Language and Product were used as fixed effects in the model. The coefficients of the model show how the probability of a respondent to award rankings 1, 2 or 3 is affected by the explanatory variables (more explanations are given below). Through a backwards deletion method, it was observed that the variable Age did not have a significant contribution to the model, so it was removed. We allowed for an interaction between the variables Gender and Language. Gender, Language and Product were used as dummy variables, where female was compared to male, ENG was compared to GCD and SMG and clothing was compared to steakhouse and zivana.
A general observation obtained from all types of analyses is that for all three products, SMG is the most preferred code, whereas GCD is the one with the least preference. However, differences are detected in the deviation between the codes' values between products and in terms of gender.
The model (ordinal regression model) of Table 4 investigated the probability of a respondent to award a score of 2 rather than a score of 1 (this is indicated by Rating >=1) and a score of 3 rather than a score of 2 (this is indicated by Rating >=2). Table 4 above suggests the following. For the main effects, because of the negative sign of the coefficient of GCD (-0.93), it is inferred that the respondents were significantly more likely to show lower preference towards GCD compared to ENG (i.e. they were more likely to give a lower rather than a higher rating to questions displaying ENG compared to questions displaying GCD). Moreover, because of the positive sign of the coefficient of SMG (0.61), it is inferred that the respondents were significantly more likely to show higher preference towards SMG compared to ENG. Also, because of the nonsignificant coefficient of the Gender variable (0.152), it is inferred that there are no overall patterns of males awarding higher scores than females.
However, for the interactions Gender-Language and Product-Language, because of the negative sign of the coefficient of the interaction for the steakhouse and GCD (-1.06), it is inferred that the respondents were significantly more likely to show higher preference towards ENG (no significant difference was observed between ENG and SMG). Furthermore, because of the positive sign of the coefficients of the interaction for zivana and GCD, and SMG, (0.79 and 0.47 respectively), it is deduced that the respondents were significantly more likely to show higher preference towards SMG and GCD compared to ENG for that product (although the general/overall observation that the respondents showed a preference towards ENG still holds). Finally, because of the negative sign of the coefficient of the interaction for Gender and GCD (-0.77), it is concluded that female respondents were significantly more likely to show (even more) lower preference towards GCD compared to ENG.
At last, it is worth mentioning that GCD is found to be the most pleasant and familiar code in the advertisement of zivana. English is considered as the least pleasant, attractive, suitable and functional, too. Also, English is reported to be the least familiar code, but, the most modern one in advertising zivana and clothing (Table 3) .
Evaluation of advertised products
The same analysis was followed for Question 2, where the participants show their preference of the advertised products of the same advertisements of each category and rank them in the same way, but, based on criteria of quality, price and target audience. The results of the second question are recorded below allowing for similar inferences to those of Question 1 (Table 5) .
Table 5. Mean evaluation of advertised products (Question 2)
The mean values of each code for each product are given in Figure 2 . 
Figure 2. Mean evaluation of GCD, SMG and English for different products (Question 2). Error bars show SE.
The results of the ordinal regression model are demonstrated in Table 6 below. The analysis of the data obtained from the second question draws a similar picture to that of the first question. The results of Table 6 are interpreted in the same way as the results of Table 4 . SMG (0.509) is the most preferred code, ENG comes second and GCD (-1.786) is the least preferred one. Age did not play a significant role in the ordering of codes as they are preferred by the participants. Neither gender differences were observed (0.314), although due to the negative coefficient of the interaction for Gender and GCD (-0.733), it is inferred (as in Question 1) that female respondents were significantly more likely to show lower preference towards GCD compared to ENG.
Regarding the interaction of steakhouse and GCD (-1.577), it is inferred that the respondents were significantly more likely to show higher preference towards ENG (no significant difference was observed between ENG and SMG). On the other hand, because of the positive sign of the coefficients of the interaction for zivana and GCD, and SMG, (0.600 and 0.368 respectively), it is inferred that the respondents were significantly more likely to show higher preference towards SMG and GCD compared to ENG. Nevertheless, it is worth pointing out that English corresponds to the most expensive product and to a high economic status as far as clothing and steakhouse are concerned. In advertising zivana, English and SMG are thought to correspond to equally expensive products.
The influence of the medium
Further on, Question 3 instructed the participants to categorise the advertisements according to which kind of media is most suitable for each of them to appear in. The first category included oral media (e.g. radio or TV) and the second category concerned written media (e.g. magazine, newspaper or leaflet). Participants could write the number of the advertisements in both categories, if they regarded them suitable for both kinds. The results are presented in Figures 3 and 4 . The initial conclusion drawn from the figures is that GCD is perceived to be more suitable for oral media while SMG is the least suitable variety, with the advertisement of zivana in SMG being the only exception. On the other hand, the opposite happens with written media. SMG occupies the first position, whereas GCD comes at the bottom of the figure. At last, English appears in the middle position of both figures.
Suitability of the code used
Finally, for the last question, the participants were asked to rank three advertising texts of four products, according to which they believe to be the most suitable for each product. The results of this question are presented in Figure 5 .
The results show that GCD is regarded as the least suitable code for all products with the highest suitability being observed in the advertisement of Cypriot tavern and the least one in that of formal clothing. Once again, SMG is the code mostly preferred, especially for promoting the English bookshop and then the Cypriot tavern. Similarly, English still occupies the middle place with the least suitability being found in the advertisement of the Cypriot tavern. The English bookshop, champagne and formal clothing follow from the least suitable to the most suitable one, respectively. Hence, an attempt will be made at this point to interpret the obtained results and examine whether the questions posited earlier receive any support.
Figure 5. Mean value of GCD, SMG and English for different products (Question 4).
Error bars show SE.
Discussion and conclusions
Bi-/multilingual and bi-/multidialectal settings have always been a challenge to linguists due to their linguistic wealth which can bring about notable conclusions. Such settings, in combination with equally intriguing domains of language use, attract experts in language studies. This landscape has provided the impetus for the present study which focuses on advertising in the Greek-Cypriot community.
Although researchers have already investigated Greek Cypriots' language attitudes, not much can be found on the language of advertising. Based on recent literature which shows that Greek Cypriots are holding a more favourable attitude towards the dialect (Tsiplakou 2003 , Themistocleous 2007 , one may surmise that the same is happening in advertising, especially with products reflecting local culture and traditions. Similarly, it is expected that people will prefer advertisements of foreign products and luxury items to appear in English. Hence, the proposed questions will be addressed:
Do Greek Cypriots have positive attitudes towards the appearance of GCD, SMG and English in advertising? Do gender and age play any role?
From the results obtained from Questions 1, 2 and 4, which measure attitudes towards GCD, SMG and English, it can be concluded that Greek Cypriots have more positive attitudes towards SMG. English is the second preferred code in advertising, whereas the local dialect comes last (Figures 1, 2 and 5 ). Deviations from this pattern were found in some products of Questions 1 and 2, for some traits. However, none of them affects the above ordering of the codes. These cases will be referred to in the following section.
People's preference of SMG supports earlier studies that show greater favourability towards the standard variety rather than the dialect (Karyolemou 1994 , Papapavlou 1998 , Papapavlou 2007 , Papapavlou & Sophocleous 2009 ). This phenomenon is rather universal, since investigations of different languages have shown that in many linguistic settings around the world people have more favourable views on the standard variety (Kalmar et al. 1987 , Bettoni & Gibbons 1988 , Luhman 1990 , Adegbija 1994 , Beckford Wassink 1999 , de V. Cluver 2000 , Broermann 2007 ).
The findings showing that Greek Cypriots prefer English rather than the dialect raise several concerns. A possible explanation is that the dialect does not have an expected standardized writing system and it is mainly used for oral communication. However, it needs to be pointed out that written Cypriot Greek can be found in published Cypriot literature, folkloric poetry, comic strips, satirical commentaries in daily press, and among internet users in blogs and social networks. Another possible explanation of greater favourability of English over GCD is that it is considered more prestigious, as it is highly used in professional domains (McEntee-Atalianis & Pouloukas 2001) . Such a situation may be due to such factors as globalization and technological development where access is achieved through the lingua franca.
As for the factors affecting the relationship between language and attitudes in advertising, age does not appear to play a significant role whereas gender does. The general pattern showed that Greek Cypriots, regardless of gender, prefer SMG over GCD and ENG. But, women are likely to appear in less favour of GCD than men. This is not surprising since other studies (Trudgill 1972 , Trudgill 1983 , Romaine 2003 have shown that women in general are more prone to use 'prestigious' types of language. As clarified by Romaine (2003) , " […] women, regardless of other social characteristics such as class, age, etc., tend[ed] to use more standard forms than men" (101).
Does the stereotypical nature of a product (eg. traditional or foreign culture-specific value) affect Greek Cypriots' attitudes?
The stereotypical nature or value reflected in the advertised product does not seem to constitute an important factor in the formation of people's linguistic views (Questions 1, 2 and 4). Nevertheless, minor stereotype influence is observed.
In the case of the foreign and luxurious product (steakhouse), people consider English as the most modern code, advertising the most expensive product. Moreover, in the case of a product which is of Cypriot origin and tradition (like zivana), GCD appears to be more acceptable than a foreign variety and it is perceived the most familiar kind of language. Similarly, in Question 4, GCD is more acceptable for the Cypriot tavern than any other product. As stated earlier, English carries the label of the most modern in advertising zivana, but, the least pleasant, attractive, suitable and familiar code. This can serve as a counterbalance to the expressed concern of dominance of English since it remains a foreign element within the community. Finally, as far as the last product (clothing) is concerned, there is nothing inherent in its nature that could compel people's view towards a certain direction.
Does the medium (oral or written) used to present the advertisements influence Greek Cypriots' attitudes?
From the answers to Question 3 of the questionnaire, we detect influence of the medium of presentation on people's view of the advertising language. The written mode is more preferable for SMG and, then, English. GCD is the last favoured code for written media, but, it is the first appearing in oral presentation. What has more likely driven people to such a categorization is the fact that GCD is the only one of the three codes that does not have a unified and an accepted writing system; therefore, it remains visually less familiar when it appears in written form. An alternative explanation is that writing is a more formal kind of communication-where people are expected to use SMGwhereas orality is more associated with casualness and everyday life-where people normally use GCD (Papapavlou & Pavlou 1998) . Additionally, English can be found in written advertisements, but, not as often as SMG.
People's support for English more than SMG in oral media is rather interesting. This can stand as an indication of an already existing situation where the usage of SMG is considered by linguists as being inadequate. Although SMG is the official language of the state, when Greek Cypriots attempt to speak SMG, they end up with a mixture called "Cypriot Standard Greek" (Arvaniti 2006 , Karyolemou 2006 . As for the importance of English in Cyprus, Goutsos (2005) has claimed that it is related to certain social contexts. However, "shar[ing] a common understanding of their national linguistic identity, cultural heritage and language preferences", people do not allow foreign elements to weaken it (McEntee-Atalianis & Pouloukas 2001:35) . On the other hand, the present findings are a sign that English influence is constantly increasing, changing people's linguistic preferences.
In summing up, it can be concluded that while advertisers appear to support that the nature of a product requires a certain linguistic code which is best for promoting it, recipients themselves do not seem to completely share this view (Kelly-Holmes 2005) . Similarly, Greek Cypriots are not absolutely negative in the use of GCD in advertising local products, but they still prefer SMG like in all other domains of life (Karyolemou 1994 , Papapavlou 1998 , Papapavlou 2007 , Papapavlou & Sophocleous 2009 . This trend is more firm in the case of written media, where SMG is the most acceptable code, by contrast to GCD which is preferred for oral communication. However, the nature of the study led to the choice of presenting the particular advertisements in writing (not orally); this may have had an impact on the obtained results.
As we may all agree, public domains such as mass communication serve as carriers of values and ideologies which, in some way, are passed to people (Pavlou 2001) . The fact that the policy has always been trying to restrict the use of the dialect in the domestic sphere has cultivated negative views of the dialect into the speakers' minds. Even the gradual use of it in promoting (only) local products is an indication of its limited use, instead of encouraging people to appreciate it. As de V. Cluver (2000) argues:
"Negative language attitudes are, in some cases, the result of the accrual of various negative impressions of the language over several generations. It seems relatively easy to consciously change passive positive attitudes towards a language into strong nationalistic feelings. Achieving the opposite, namely changing negative attitudes into positive ones, is not always so easy" (95).
At last, the results of the study indicate minor shift in how Greek Cypriots see the appearance of their dialect in advertisements (it is increasingly more accepted). This, along with recent modifications (introduced in 2010) in the school curriculum and language policy that encourage dialect use, one may expect changes in language attitudes in the near future and the gradual inclusion of dialect use in all domains of life. Continued research in this area is of paramount importance as it unravels and brings to surface those factors (prejudices, stereotypes, social intolerance, etc.) that impede the linguistic vitality of dialects and nonstandard languages.
Note
